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ABSTRACT 

Asset management companies provide investors with more 
diversification and investing options than they would have by 
themselves, mutual companies. Mutual funds, hedge funds 
and pension plans are all run by asset management 
companies. This study investigates the impact of three 
Reliance factor on investors satisfaction on the services 
provided by the Assets management companies in 
Tiruchirappalli District. The research paper find that, 
Moreover win the confidence of investors and provide clear 
information about various investment option make AMC top 
of their services among the different type investors for long 
run. 

Copyright © 2016 IJASRD. This is an open access article distributed under the Creative Common Attribution 
License, which permits unrestricted use, distribution, and reproduction in any medium, provided the original 
work is properly cited. 

INTRODUCTION 

An asset management company invests its client’s pooled fund into securities that 
match its declared financial objectives. Asset management companies provide investors 
with more diversification and investing options than they would have by themselves, 
mutual companies. Mutual funds, hedge funds, and pension plans are all run by asset 
management companies. Assets management companies are trusts, which pool the savings 
of large number of investors and then reinvest those funds for earning profits and then 
distribution among the investors. 

1.1 Activities of Assets Management Companies: 

> Enrolling new investors in mutual funds or their investment products. 

> Advising potential clients in the range of investments and choices available 
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> Distribute mutual fund information to a client and recommend that best 
investments for a client’s objectives. 

> Provide statements of accounts, annual reports, performance information 

> May manage investment accounts on behalf of customers 

> May participate in funding various investments on behalf of its investors. 

> Sets up and administrators various types of retirement accounts, unit investment 
trusts and other investment products. 

> May operate a hedge fund for a private partnership of investors 

> May operate a private equity fund to invest in companies, arrange mergers, buy-outs 
and other investments incorporations, including start-up funding. 

1.2 Investor’s Satisfaction: 

Improving service quality to meet customers’ standards is an ongoing part of doing 
business. In this way, customers drive the market and the organization. At the same time 
that organizations act to attract and satisfy investors, the customers themselves exercise 
ultimate influence. Their satisfaction depends on both their expectations and their 
treatment. Through their choices, customers decide which organizations survive and thrive, 
determine what goods and services are available, and shape how they are provided. In 
addition to using their purchasing power, informed consumers can shape the marketplace 
by communicating their preferences and standards to organizations that are poised to listen 
and respond. 

1.3 Objective of the Study: 

This study investigates the impact of Reliance factor on investors satisfaction with 
respect to the services provided by the Assets management companies in Tiruchirappalli 
District.. The following objectives have been framed: to understand the savings pattern 
preference among investors 

1. To know the salient features of Assets management companies 

2. To analyse the various factors which influence the investors satisfaction 

3. To analyse the impact of reliance factors on investors satisfaction among the five 
assets management companies. 

RESEARCH METHODOLOGY 

This exploratory research paper analyze the investors’ satisfaction among the five 
assets management companies in Tiruchirappali District. The non-probability sampling 
method was adapted to select 574 sample respondents on a convenient basis for this 
research paper. The questionnaire survey technique was used to collect data. The 
questionnaire consists of personal information about respondents and three reliance items 
are included. 
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RESULTS 

3.1 Binomial Logistic Regression - Impact of Reliance Factor on Customer 
Satisfaction over the Services of Assets Management Companies 

The table no.l contains the Cox & Snell R Square and Nagelkerke R Square values, 
both of which are the methods of calculating the explained variation. The explained 
variation in the dependent variable based on this model ranges from 5.1% to 3.8% among 
RELIANCE AMC, 10% TO 7.6% for SUNDRAM AMC, .5% to .4% for FRANKLINE AMC, 
1.9% to 1.3% for ICICI AMC and 1.4% to 1% of variation in the dependent variable for 
BIRLA SUNLIFE AMC customer depending on the reference the Cox & Snell R 2 or 
Nagelkerke R 2 methods respectively. The overall variation on their opinion regarding their 
Satisfaction over the services rendered by AMC by Reliance factor on this model ranges 
from 1.9% to 1.4%. 

Binomial logistic regression estimates the probability of customer Satisfaction over 
their services rendered by the AMC is rated as nominal scale — yes/no (see table no. 2). If 
the estimated probability of the event occurring is greater than or equal to 0.5 (better than 
even chance), the output classifies the event as occurring (customer has positive perceived 
value on the satisfaction level over the services of AMC). If the probability is less than 0.5, 
it classifies the event as not occurring (customer has negative perception value over the 
satisfaction of services of AMC). It is very common to use binomial logistic regression to 
predict whether cases can be correctly classified (i.e., predicted) from the three independent 
variables of Reliance factor. The effectiveness of the predicted classification against the 
actual classification are presented in the "Classification Table" (put the table number). 
Based on observed value it is found that the predicated score 17 for positive perception over 
product of bancassurance and score 82 shows that Reliance AMC customers do not have 
positive perception over services of AMC , the predicated score 29 shows positive 
perception over services of AMC and 22 shows negative perception over services of AMC 
among the Sundram AMC customers, the predicated score 69 for positive perception over 
services of AMC and negative perception among the Frankline AMC customer, the 
predicted score 92 shows positive perception and 82 confirms negative perception over the 
services rendered by the ICICI AMC. The predicted score 17 for positive perception and 82 
infers negative perception among the RELIANCE AMC customer, the predicted score 3 for 
positive perception and 57 for negative perception among the BIRLA SUNLIFE AMC 
customer, and by overall the predicted score 273 for positive perception and 48 no positive 
perception over services rendered by the AMC based on the predictor of Reliance factor. 

It is concluded from the above classification table that, among the five AMC 
customers, FRANKLINE AMC and SUNDRAM AMC customer have positive perceived 
value over the satisfaction of services rendered by the respective AMC whereas BIRLA 
SUNLIFE AMC customer has negative perception over the satisfaction of services offered 
by their AMC. 

The Wald test ("Wald" column) is used to determine statistical significance for each 
of the independent variables (see table no. 3). The large Wald test value denotes the 
importance of the variable which gives effect on customer satisfaction over the services 
rendered by respective AMC. From the above table it is under stood that the larger wald 
value are correspondently significant. The lesser wald test value denotes that the variables 
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are insignificant and these variables do not give any effect on positive perception on the 
customer satisfaction over the services rendered by respective AMC. 

From these results it can be seen that RELIANCE AMC customers have significantly 
predicted that they have positive satisfaction over the services rendered by respective AMC 
by the single variable of “Keeping trust on the AMC” (W=4.377, df=l, p>.036), whereas 
based on SUNDRAM AMC customers opinion, the single independent variable namely 
“Clear explanation of policy details” W=4.253, df=l, p>.039), has significantly influenced the 
customer satisfaction. The reliance variables such as “keeping confidence over the banks 
insurance product” W=2.274, df=l, p>.041), has positively influenced the customer 
satisfaction. On the whole, the single attribute namely “Keeping trust on the AMC” 
(W=4.422, df=l, p>.035), has significantly influenced the customer satisfaction over the 
services rendered by respective AMC based on the predictor of Reliance factor (see table no. 

3). 


Figure - 1: Factorial Plot Showing the Customer Satisfaction on the Services Rendered by 
AMC by Reliance Factor 


Factorial Plots shows the investor satisfaction over the services of AIV 

Fitted Probabilities 



CONCLUSION 

The study made use of various tests to chalk out the importance of sources of 
information on selection criteria for selecting Assets management companies. Among the 
trust, confident and clear, the investors keep trust on AMC. This is creating a large impact 
on investor’s satisfaction. Moreover, winning the confidence of investors and providing clear 
information about various investment options make AMC to be ahead of their services 
among the different type investors for long run. 
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APPENDIX 


Table - 1: Model Summary Shows the Variation Between Reliance Variables Based on the 
Classification of Assets Management Companies 


Name of the Bank 

-2 Log likelihood 

Cox & Snell R 
Square 

Nagelkerke R 
Square 

RELIANCE AMC 

222.915 a 

.038 

.051 

SUNDARAM AMC 

108.529 b 

.076 

.101 

FRANKLINE AMC 

134.593° 

.004 

.005 

ICICI AMC 

145.312 d 

.013 

.019 

BIRLA SUNLIFE AMC 

122.238 e 

.010 

.014 

OVERALL 

783.083 a 

.014 

.019 


Table - 2: Classification Shows the Effectiveness of Predicated Against Actual by Assets 
Management Companies 





Predicted 


Name of the 
Bank 

Observed 


Bancassurance 
satisfy all my future 
desire 

Percentage 

correct 




Yes NO 


RELIANCE 

AMC 

Satisfaction over the 
services rendered by AMC 

Yes 

No 

17 57 

11 82 

23.0 

88.2 


Overall Percentage 



59.3 


Satisfaction over the 

Yes 

29 13 

69.0 

SUNDARAM 

services rendered by AMC 

No 

19 22 

53.7 

AMC 

Overall Percentage 



61.4 


Satisfaction over the 

Yes 

69 0 

100.0 

FRANKLIN AMC 

services rendered by AMC 

No 

36 0 

.0 


Overall Percentage 



65.7 
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Satisfaction over the 

Yes 


92 

0 


100.0 

ICICI AMC 

services rendered by AMC n 0 


34 

0 


.0 


Overall Percentage 






73 

BIRLA 

Satisfaction over the 

Yes 


3 

32 


8.6 

services rendered by AMC iyr n 


1 

57 


98.3 

SUNLIFE AMC 







Overall Percentage 






64.5 


Satisfaction over the 

Yes 


273 

39 


87.5 

OVERALL 

services rendered by AMC n 0 


214 

48 


18.3 


Overall Percentage 






55.9 

Table - 3: Results of Wald Test 

Name of the Bank 

B S.E. 

Wald 

df 

Sig. 

Exp(B) 


Trust 

.414 

.198 

4.377 

1 

.036 

1.513 


Confident 

-.204 

.178 

1.312 

1 

.252 

.816 

RELIANCE AMC 

Clear 

.114 

.223 

.260 

1 

.610 

1.120 


Constant 

-1.067 

.803 

1.767 

1 

.184 

.344 


Trust 

.336 

.321 

1.096 

1 

.295 

1.399 


Confident 

-.508 

.323 

2.475 

1 

.116 

.601 

SUNDARAM AMC 

Clear 

.699 

.339 

4.253 

1 

.039 

2.012 


Constant 

-1.937 

1.349 

2.063 

1 

.151 

.144 


Trust 

.028 

.260 

.011 

1 

.916 

1.028 


Confident 

.044 

.269 

.027 

1 

.870 

1.045 

FRANKLIN AMC 

Clear 

-.181 

.282 

.415 

1 

.520 

.834 


Constant 

-.255 

1.012 

.064 

1 

.801 

.775 


Trust 

-.168 

.286 

.343 

1 

.558 

.846 


Confident 

.383 

.339 

1.274 

1 

.259 

1.467 

ICICI AMC 

Clear 

-.188 

.276 

.466 

1 

.495 

.828 


Constant 

-1.196 

1.116 

1.150 

1 

.284 

.302 


Trust 

.254 

.265 

.921 

1 

.337 

1.289 

BIRLA SUN LIFE 

Confident 

-.120 

.289 

.172 

1 

.678 

.887 

AMC 

Clear 

-.035 

.299 

.014 

1 

.907 

.966 


Constant 

.078 

1.451 

.003 

1 

.957 

1.082 


Trust 

.279 

.110 

6.413 

1 

.011 

1.321 


Confident 

-.146 

.106 

1.900 

1 

.168 

.864 

OVERALL 

Clear 

.067 

.116 

.340 

1 

.560 

1.070 


Constant 

-.959 

.456 

4.422 

1 

.035 

.383 
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